4 = o . g oW L4
FoiFeamsnunNuuudase noanssuvegus Innlumsfentniusityese

Tudunaiiios Javneeln
e unaRYYa nane

SIELTEN Uivsgstaumiumn

(M3IFIAMTYIAMNITUNYAT)

= ) a
panssumItlSnmmsaunuwudase
drwenansinsdmsiiad yywion  dssswnssuns
dwenansnshidy Budsifesd  nssums

BINITIIITIBY 25IFUININ  NITUMT

5/
= ar

s & ¢ A = I ¥ o &
a1sfAnuInsell §TnqilssasAaiefinymgdnssuveadusInnlumsde
o w ¢ a R T 1 o Y TR ' o

nandundiaraludunoiiies Taindageslnl - mudvswsiudeyalduuvaounmay
¥ v ar A& & o s ° & aa ow :
YoyanRYS InnnFendaduailyes e $1u9u 200 au TasTEmsquatedmuuazaIn N3
Fnswivoyaldatadmssann Tud aawd Sasrfevaz uazsumae _

viwan1sAnE Iy Areuuvuaeuaudmtugifhumends Togsynin
30— 39 U sedumsfinynSyanes dsznouordnwminauuinensy fiswldmas 5,001 -
10,0000 MR DU

= ¥ 3! . = 4 & w o

vnRaMsAnYINgAnsINNY N Arouniudevatuiondontnduailyese
3 = - o = f @ oar 4 - = 1
W42 wiia Aowtindouunzsilans monanFeondadasiesamseiidsamfemsesos
3 { 1 o = 3 1 v ) 1) -~ oo
Ju yanafiinanemsiadulefelasdrnIngifiuddniulues fnndadusidgssannde

¥ v am ¥ ¥
Taman Tamwiz Insviend sandfidedosany arud ludenandusilyssadeidouazais
§ ¥ 4 @ o ¥ a o { ’

unzdotrenues Tavdaduliondadmaisesaviniudfiogluumasgusulilnazain

] ] ] 3
msdudsuMIamaveufovewny diuvesuauivevwnigafe Mdwioy



nARaNsAnY YT astuuasueuianudidydeilivdulszay
= 3 ] y o o o o A [ a a a9 ar
numsamalinuntsegluszdumn Seedrdude Nsodundasust Jesodmsiat ety
Mugeanmsiadinie uazllefodwnsdudiunsama sudidy
fhishundaduaildaruddyTasswegluszduinn Hlvdvdoviignon
uvvasuew anuddyiiidundeqegaoglusedunn 3 Suduusn fio aniifo sosawn
S wa o 4 Y o a o” w
fio wiinfdilinSesmneiuses (80 smndiunia Sunuaoig hmiin uazauazen
Todvdmunmbinnuddnlassueglussduun hivdesiigneuuuyly
anydrgilidunasgagaeglussduun 3 Suduusn fe Sthenaasrmaudosudany
- =t a o o ¥ -
I09IAL IMAIN waz mnaadusilyssaaiiadou
Peledudomunsiaimihelianudidylavswegluszdunn Hads
¥ ¥ [] L4
dovidmouuumounldarudiyitaundvgegaogiussdumn 3 Susuusn fe wide
] =} e g [] 14 9 ¥ '
0 sovaunhe Idumancanar (hivnanma) uazd i indundeua
Haddiduaiumsannldnnuddylasswegluszdumn edusod
Anouiumevamldanudiyifsundogegaeglusyduinn 3 Suduusn o Sdwande

y .
FolurlSunn sesaanie 4o Tayan uazivosuauls



Independent Study Title Consumer Behavior in Purchasing Seasoning Products in

Mueang District, Chiang Mai Province
Author Miss Phitchayada Hanghong

Degree Master of Business Administration

(Agro — Industry Management)

Inde pendent Study Advisory Committee
Assistant ProfessorDararatana ~ Boonchaliew  Chairperson
Assistant ProfessorNamchai =~ Termsirikiat ~ Member

LecturerWiwat Wattanachariya Member

The objective of this independent study was to study consumer behavior in purchasing
seasoning products in Mueang District, Chiang Mai Province, Data were collected from 200
questionnaires and analyzed by descriptive statistics, frequency, percentage and means,

It was found that the majority of the respondants were female, 30 — 39 years old,
Bachelor’s degree and private employees. The average income was 5,001 — 10,000 Baht per
month.

It was found that the respondants perchased both types of seasoning, cube and powder
forms. The reason of purchasing was that the seasoning enhanced food flavor. They made their
own decision to purchase the product. They knew the seasoning through media, especially,
television. Pork flavor was purchased. Frequency of seasoning, Khanor, purchasing was once a
month. Seasoning was purchased in the convinient shops.The favorite promotion was premium.
The most favorite premium was apron.

Marketing mix factors were high rated. The sequence of factors was as follows : product,
price, place and promotion, respectively.

The overall of product factor was high rated. The first 3 most important sub factors were
brand, food and drug certification, label indicated prodution and expire dates, weight, and

cleanl iness.



The overall of price factor was high rated. The first 3 most important sub factors were

price list, fixed price and price of seasoning cube.
The overall of place factor was high rated. The first 3 most important sub factors were
casy to purchase, available of product, and convenience shops.

The overall of promotion factor was high rated. The first 3 most important sub factors

were discount price for large porfion, media and premium,



